Online shopping has increasingly replaced traditional retail shopping, as a large number of consumers have adopted it on a global scale. However, while it is well established in developed countries, e-commerce is still at an early stage in emerging markets, hence there is a need to unveil which factors contributes to its adoption. The main objective of this study is to integrate the theory of planned behavior, the theory of reasoned action, and the technology acceptance model using a Bayesian approach to determine the key predictors of online purchase intention among internet users in Colombia. The results demonstrate the pertinence of the theory of reasoned action and technology acceptance model, models to explain online purchase intention, confirming that the intention to purchase online is mostly determined by the attitudes to e-commerce which, in turn, are explained by perceived usefulness, perceived ease of use, and the subjective norm related to online shopping.
The Theories of Planned Behavior and Reasoned Action
In 1991 the theory of planned behavior (TPB) was developed for overcoming limitations of the theory of reasoned action (TRA) [6] , [44] . Both theories share the premise that behavior is under the individual's will and control, and that its immediate determinant is not the attitude, but the intention of executing a given action. Intentions "are indications of how hard people are willing to try, of how much effort they are planning to exert, in order to perform the behavior" [6] p. 181. Therefore both theories are intended for probabilistic prediction and understanding of determinants of behavior: a prediction of a behavior's probability of occurrence is obtained by measuring the individual's intention of performing such a behavior. The original TRA's formulation [27] stated that behavioral intention (BI) is a function of two determinants. First, the attitude towards a behavior is a positive or negative evaluation of the performance, determined by the individual's beliefs regarding the consequences (positive or negative); that is, the individual's expected probability that, by executing behavior x, the result will be consequence i, and his/her evaluation of such consequence. Second, the subjective norm, which refers to the perceived social pressure for executing the behavior or not, being a function of the individual's expectations that socially relevant individuals or groups consider he/she should perform behavior x, and his/her motivation to fulfill such expectations [27] (Figure 1 ). Figure 1 : Theory of reasoned action [27] However, the authors recognized that the proposed relationship intention-behavior is not direct or immediate because there are mediating factors such as (a) the individual's experience with the attitudinal object, (b) the intention's stability through time, (c) the presence of other people, and (d) the abilities required to perform the behavior [6] . Based upon these considerations, [5] took into account the limitations, perceived or actual, the individual face in order to perform the behavior, and introduced a new variable: perceived behavioral control (PBC). With this new variable, the TPB was postulated in a way so that, PBC has an indirect effect on behavior and a direct effect on behavioral intention (Figure 2) . [16] , [26] , [19] , [49] , [54] , [70] . Figure 2 . Theory of planned behavior [18] PBC denotes the ease or difficulty perceived by the individual for performing a behavior. PBC is determined by (a) the individual's beliefs that he/she has access to what is needed to perform the behavior; and (b) the individual's perceived power over the factors contributing to the behavior's performance [18] . TRA and TPB have been applied and examined in different areas of psychology and related disciplines. In the field of consumer behavior these theories have been used for explaining the acquisition and change of attitudes toward categories, products, and brands, as well as attitudes and intentions related to buying, re-buying, use, and re-use of products and services [4] , Within this line of research, and built upon a sample of users in Medellin (Colombia), it was found that both the attitude towards e-commerce as the subjective norm and perceived behavioral control significantly predict the intent to use e-commerce [73] . Additionally, comparing the predictive power of TRA and TPB in predicting e-commerce adoption intentions among 212 small and medium sized business managers/owners in Chile it was found that attitude and subjective norm significantly predicted behavioral intention, and that there was no statistically significant difference between the models' goodness of fit [59] . However, the authors found a slightly better performance of TRA, which accounted for the same amount of variance as TPB using a smaller number of parameters; in this particular sample, PBC did not predict the intention of adopting e-commerce significantly [59] . This finding does not deny TPB's usefulness. It can be expected that the relative importance of attitude, subjective norm, and perceived behavioral control, in predicting intention, vary according to the behavior under study and the population characteristics [4] . The actual prediction could require introducing a specific combination of these variables, or even beliefs particularly related to the attitudinal object [4] . This is the reason why a theoretical integration of TRA and TPB is frequently observed, combined with the technology acceptance model (TAM) or others models such as the Unified Theory of Acceptance and Use of Technology (UTAUT) in predicting behavioral intentions in technological contexts.
In this sense, in an extension of UTAUT for Palestine e-commerce it was confirmed that the attitude toward shopping for products and services via online and social influence (related to the subjective norm construct) has a significant and positive influence on the intention to shop online shopping. However, the influence of facilitative conditions (related to PBC construct) on intention of buying online was found to be non-significant [58] . Finally, in a metaanalytic review about e-shopping acceptance, in which the authors tested the extended TRA and extended TAM models for e-shopping, it was confirmed that both the attitude toward shopping online and the social influence significantly predicted the intention to shop online [38] .
In accordance with the TPB, TRA and the empirical evidence from [11] , [34] , [38] , [45] , [52] , [59] , [60] , [71] , [73] we proposed the following hypotheses: 
The Technology Acceptance Model
Based upon TRA, Davis [24] , developed the technology acceptance model (TAM) to explain technology adoption of technologies [23] , [25] . TAM is one of the most important and successful theories for understanding technology acceptance [35] , [46] , focus on the use of technology innovations made it more appropriate than other approaches in analyzing this kind of behavior [34] , [36] , [46] , [67] .
TAM has become a useful model for explaining online purchasing and has been successfully adapted and extended to e-commerce [38] . The model stems from the analysis of external factors on individual beliefs, attitudes, as conceptualized by [5] . Davis specified two beliefs that influence the acceptance of IT innovations: (a) perceived usefulness (PU) and (b) perceived ease of use (PEOU) [24] , [25] . PU refers to the perception of a user about the subjective probability that the use of technology will help increase her/his performance or have a better performance when using a specific information system. Alternatively, PEOU refers to the individual's subjective appreciation that using a particular technology requires or involves the least possible effort [24] , [25] .
According with TAM, PEOU has a direct effect on attitude and an indirect effect on intention, while PU has direct effects on both attitude and intention, and only intention has a direct effect on the use of technology ( Figure 3) [23]- [25] . TAM's [21] success and popularity built upon, among others, two key reasons: (a) it is simple and easy to understand [43] , and (b) the measurement scales used are reliable, adapted to the context of information technology realm, and allow comparison of results between different information systems [48] . A key differentiating feature of TAM, with respect to TPB, is the exclusion of subjective norm and perceived behavioral control as determinants of behavioral intention, since the effect of reference groups is considered to be exerted indirectly through attitude [43] , [50] . However, based upon the contributions in [42] , [80] social influence is introduced into TAM [79] , [50] . Additionally, within TAM, beliefs referred to the attitudinal object are replaced by specific beliefs on technological systems (PU and PEOU). The main limitation attributed to TAM is the general character of the information it provides, since it exclusively considers perceived usefulness and ease of use [52] , [75] . TPB and TRA are superior, in this regard, because they take into account the influence of specific beliefs instead of influencing attitudes, and the effects of reference groups and other factors that the individual could consider obstacles to their behavior [52] .
In this sense, the perceived usefulness and ease of use could be affected by different variables such as user experience, satisfaction, innovation disposition, and motivation [25] . Thus, research in this field has evolved towards understanding the influence of external factors on perceived usefulness and ease of use [38] , such as: (a) technological systems' features [2] , [21] , [26] , [53] ; (b) previous experience [2] , [28] , [34] , [35] ; (c) perceived fun in the process [77] ; (d) innovation disposition [73] ; and (e) intrinsic motivation, such as self-efficacy [13] , [14] , [17] , [20] , [21] . ¡Error! No se encuentra el origen de la referencia..
In a meta-analysis conducted with 88 empirical studies to evaluate the predictive power of TAM, it was found that PU and PEOU significantly predict behavioral intention, explaining 50% of the variance of behavioral intention, even if the PU was a better predictor of intention that PEOU. Also, it was found that PEOU influences PU positively and significantly. This was confirmed across different contexts of study (internet usage, e-commerce and other technological systems) [43] .
Consistent with these results and as formulated in the TAM, in a meta-analysis of 57 empirical research papers on mobile banking acceptance, it was found that the performance expectancy and the effort expectancy (construct considered by the authors as related to PU and PEOU) significantly and positively influenced the attitude. In addition, the attitude and the performance expectancy kept a direct, positive and statistically significant effect toward the intention to use mobile banking. Finally, the relationship between effort and performance expectancy was also confirmed [11] .
Numerous studies used TAM as their main theory for investigating variables influencing e-commerce adoption and use. For instance, in a study aimed at evaluating the usefulness of TAM in consumer acceptance of e-commerce, it was found that the perceived usefulness of the Web interface was positively related to the consumer intention to complete the transaction, and that PEOU kept a significant and positive relationship with the intention to carry it out in the general consumer population, but not within a sample of students. Likewise, the perceived ease of use was positively related to perceived usefulness of a Web interface [65] . Similar results were found with a sample of 213 experienced online shoppers from the United States, confirming that both PU and PEOU positively affect intentions to buy with the last e-vendor from which they purchased, and that PEOU positively affects PU of a B2C web site [31] .
Additionally, in an analysis of perceptions that induce Spanish consumers to buy over the Internet, the authors considered all the variables proposed in TAM, and added perceived self-efficacy in using Internet preceding PEOU and PU, as well as factors related to previous experience with the Internet (acceptance, frequency of use, and satisfaction) as predictors of perceived self-efficacy [34] . The purpose of this study was to examine the influence of those variables on the intention of online purchasing, considering the potential mediating effect of customers' epurchasing experiences. The authors developed a structural equation model to be tested with two samples of frequent Internet users: 580 potential e-customers (who were considering making their first e-purchase) and 225 experienced e-customers (who had made at least one e-purchase and were considering doing so again).
The results showed that PU had a positive effect on the attitude toward e-commerce in both samples, but the effect was greater among experienced e-customers. PEOU did not predict significantly the attitude toward e-commerce, in either sample. In addition and in line with the results found by other authors previously cited, attitude accounted for 67% of e-purchasing intention variance among potential e-customers, and 65% among experienced e-customers. On the other hand, in both samples, Internet acceptance exerted a direct positive effect on the perceived satisfaction This paper is available online at www.jtaer.com DOI: 10.4067/S0718-18762017000200002 with the Internet, though with a greater effect among potential e-customers. Additionally, Internet acceptance accounted for a significant percentage of the variance of Internet frequency of use, but only in the case of potential ecustomers. In both samples, Internet acceptance and its frequency of use explained the perceived self-efficacy, with a higher coefficient in the case of experienced e-customers. However, satisfaction with using the Internet did not predict significantly perceived self-efficacy of neither potential nor experienced e-customers. In both samples, perceived self-efficacy, in turn, influenced perceived usefulness and ease of use of e-commerce, though with a greater effect on perceived usefulness among experienced e-customers.
In the same line of research, a study developed with a sample comprising 322 individuals in Saudi Arabia, using all the TAM approach, showed a direct and significant effect of attitude toward online shopping and PU on BI. It also confirmed that the PU and PEOU of online shopping had a positive and significant impact on attitudes toward online shopping, and that consumers' perceived ease of use of online shopping has a positive influence on their perceptions of the usefulness of online shopping [61] . However, attitude did not act as a mediator between eshopping intentions and exogenous variables such as PEOU and PU, and had an insignificant indirect effect on online purchase intention.
The applicability of TAM in predicting the intention to make purchases online by 539 consumers in India was consistent with previous results. PU and PEOU of an e-retailing website positively and significantly influenced the usage of attitude toward an e-shopping website. Likewise, PU and attitude significantly predicted intention to shop online, and PEOU kept a significant and positive relationship with PU [45] .
Finally, with a sample of consumers in Medellin (Colombia), the authors tested TAM while adding to the model the variables 'perceived safety' and 'confidence'. Their results showed that PU significantly and positively affected both the attitude towards e-commerce as the intention to use e-commerce, and that there was a significant and positive relationship between PEOU and PU. However, in this study, the authors found no evidence that PEOU significantly predicted attitude nor that attitude was a significant predictor of behavioral intention [74] .
As highlighted by literature reviews and recent studies, some researchers have combined TAM, TRA and TPB in an effort to explain online purchasing behavior, or extended versions of these theories including other variables that allow greater accuracy in predicting online purchasing intentions and behaviors.
For instance, [52] combined variables belonging to the three models and included, as external variables: (a) perceived safety; (b) innovativeness; and (c) perceived trust, to study online purchasing intention. According to TPB, results confirmed the direct and significant effects of subjective norm, perceived behavioral control and attitude on the intention of using e-commerce. Regarding the hypotheses derived from TAM, results confirmed the direct effect of PU on attitude and the significant relationship between PEOU y PU, but again the effect of PEOU on attitude was not found significant. Among the additional variables, results showed a direct and significant effect of trust and an indirect and significant effect on perceived security in the intention of using e-commerce.
In line with previous evidence, and with the purpose of unifying some developments derived from TAM to explain online purchasing, [38] evaluated two models: (a) an extended TRA model for e-shopping, which states that PU, PEOU, enjoyment, and perceived risk all relate directly to attitude toward e-shopping, and that attitude, trust, and social influence relate directly to the intention of using e-shopping; and (b) an extended TAM model for e-shopping, which adds that PU, enjoyment, and perceived risk relate directly to behavioral intention and that social influence relate directly to attitude toward e-shopping. In both models, the authors confirmed that PU and PEOU positively and significantly predict attitude towards e-shopping, and in the extended the TAM for e-shopping PU significantly predicted intention. Finally, the authors also confirmed the direct, positive and statistically significant relationship between attitude toward e-shopping and the online purchase intention. The authors found that including attitude toward e-commerce into the original TAM produces a 9% significant increase of explained variance of intention: from 36% with the original TAM to 45% including attitude. When comparing the two models, using structural equation models, the authors found that the extended TAM model for e-shopping explained a higher percentage of variance the intention to purchase online (52%), compared to the extended TRA model for e-shopping (45.5%), and showing a better fit.
In accordance with TAM and the empirical evidence from [11] , [31] , [34] , [38] , [43] , [45] , [52] , [61] , [65] , [74] we propose the following hypotheses: Additionally, according to the results reported by [17] , [20] , [34] , in the present study it was expected that: Based upon relevant literature and theoretical foundations, the present study employs an integration and extension of the TRA, TPB, and TAM to explain online shopping intentions in Colombia. The hypotheses model is summarized in Figure 4 . The statistical method most commonly used in studies of behavioral intention, applying TAM, TRA, TRP, as well as integrated or extended versions of these theories, is the structural equation model (SEM) [1] . It provides the estimation strength of all hypothesized relationships between variables in a theoretical model [1] , [51] . While the traditional approach involves frequentist estimation of SEMs, this poses significant hurdles for low sample cases, which are likely to be found in Latin America studies (either due to small populations of interest or insufficient funding for larger research undertakings). Our approach allows for a flexible, easy to implement, and robust algorithm. We follow a fully Bayesian approach to the estimation of this model which has multiple advantages: (a) It allows for a more direct interpretation of the latent variables in the model as random variables in a Bayesian fashion, rather than fixed point estimates, (b) It provides a natural and flexible approach to overcoming low samples and missing data, two problems likely to appear in research on emerging economies, and (c) It allows flexible incorporation of prior beliefs on the basis of existing literature (although we chose not to undertake this route, and specified the model with a flat, uninformative prior, the model can easily incorporate this information through the prior specifications).
Our Bayesian approach links the unknown latent variables, assumed observed with error, on the basis of the hypothesized model relationship in Figure 4 , and provides a network-with-error structure which allows for simple estimation of the parameters of interest, that is, latent variables and relationships. The interpretability is direct since the posterior distribution of the latent variables account for both the information -and lack thereof-contained in the observed-with-error data, as well as providing distributions, marginal and joint, of the variables of interest, rather than estimators of those. This approach has been proven useful in other sciences in more complex applications, such as traffic engineering [56] , where observed-with-error flows provide information about unobserved, latent flows and relationships between those on the basis of an existing relationship network.
More detailed information about the Bayesian method used can be found in the Appendix. The data is assumed to be observed with error, and linked with each other through standard Gaussian links. The unknown, true value of the driving parameters is unobserved, and estimated through this app roach (both point estimates and posterior densities around those, which account for the uncertainty about their values). Hyper parameters are set to be noninformative, to ensure that the driving force of the results comes from the informational content of the data, though the modelling approach allows for prior information. Missing data, though not present in our study, can be easily estimated within this model as additional parameters within the joint distribution. The results are not reliant on central limit theorem properties (they do not provide estimates of an unknown parameter, but the probability distribution of
Materials and Methods
The current investigation is non-experimental, probabilistic and cross-sectional. This scientific research is non experimental because its objective is to explore relationships between variables, in a situation in which, there are manifest variables that already occurred, it is a cross-sectional study because data collection will carried out, in a moment of time and with a single observation and it is probabilistic because we use statistical techniques for the estimation. [20] , in this case, online purchasing.
[41], [75] , [83] Using Internet to make my purchases is a good idea My general opinion of e-commerce is positive Using Internet to buy a product seems an intelligent idea to me I take pleasure in buying online I am inclined to buying online I think that buying online is a good choice I like buying online I prefer buying online than going to a store Subjective norm -SN People who are important to me think that I should purchase online Perceived social pressure to perform or not to perform the behavior [21] [12], [32] , [37] , [75] , [79] I have the resources necessary to purchase online I have the knowledge necessary to purchase on line I can purchase online even if there were no one around to help me I can purchase online reasonably well on my own I can purchase online even if there were no support line Purchase intention -PI If possible, I will try to purchase online Predisposition of a person to take any initiative to buy before making the actual decision [21] , in this case, the intention of online purchasing [31] , [47] , [65] , [75] It is likely that Internet will be the medium I use to make my purchases in the near future I intend to use Internet to buy a product in the near future 
Participants
Our sample consists of 386 subjects, ranging from 18 to 58 years old (M = 27.6, SD = 7.3), 46% women and 54% men, selected non-probabilistically. The questionnaire was sent by e-mail to undergraduate and graduate students of three universities of Bogota, Colombia, as well as to the alumni and employees database of one of those institutions. After completing the questionnaire, the participants could forward that information to other individuals. Originally, the questionnaire was sent to 9,883 persons, responses were received from 1,096. Only Colombian residents who had done Internet shopping during the last six months were selected. The invitation e-mail contained information about the study's main purpose, the voluntary nature of the participation, and the confidentiality of the information provided. Data was collected from October 2015 to February 2016.
Measures
The final questionnaire included 41 items adapted from TPB, TAR, TAM, and other e-commerce adoption models (table 1) . All items use Likert-type six-point scales, in which 1 indicates completely disagree and 6 indicate completely agree. Item elaboration took place in five steps: (1) translation into Spanish; (2) validation by experts in technology management research and professors of marketing and consumer psychology; (3) wording proposal, followed by pilot face-to-face interviews with a random group of 30 students who completed the questionnaire and gave feedback on items, to ensure they were understandable and clear; (4) an online pilot test, sending the questionnaire revised version through Question Pro to a sample of 100 people to evaluate understanding, response time, and completion percentage, and making adjustments required for the final version; and (5) sending the questionnaire's final version to databases (table 1).
Data Analysis
Psychometric properties of scales were examined using Cronbach's Alpha coefficient and exploratory factor analysis (SPSS 19.0). The next step taken was to analyze the relationships postulated in the hypothesis model using the Bayesian estimation approach. In this section we provide the model details used in our analysis. The Bayesian estimation approach for this problem encompasses the following elements:
1. A variable-specific parameter set, , represents the average level of the variable across the population. An average of zero indicates Likert-scales built around population central values.
2.
A model misspecification noise term, , with precision parameter , which accounts for potential variables and/or relationships not included in our model. This is assumed to be Gaussian, and represented as . Any systematic bias will be captured by the parameters.
 In this latent space, are assumed to be linearly related to each other through linear parameters .
This assumption can be easily relaxed without additional model complexity. Other variables or interactions (and relationships) can also be easily integrated in this model.  The Bayesian model specification is completed with hyper priors for the remaining parameters . Details are provided in Appendix 1. Information available from prior studies can easily be incorporated through these hyper priors.
The joint distribution can be expressed in compact statistical form as follows: (1) Note that the graphical model specification will drive some of those in the above latent space to be set to zero.
The hypothesized model is assumed to function under the error-free latent variables rather than under the observed-with-error data
Properties of the Scales
The analysis of item-total correlations showed positive and significant relationships between all the items of each scale and the total scale, which suggests that all items measure the same construct. In fact, Cronbach's alpha coefficients were at least 0.722 and, in each case, removing any item reduces the value of alpha coefficients, which demonstrates an excellent internal consistency (Table 2) . Regarding construct validity of instruments, the correlation matrices values were greater than 0.32 and the anti-image correlation matrices values were close to zero. 
Bayesian Estimation
The This paper is available online at www.jtaer.com DOI: 10.4067/S0718-18762017000200002 probability density interval -HPD to the right of zero): acceptance of Internet as predictor of perceived self-efficacy; perceived self-efficacy as predictor of perceived ease of use of e-commerce and perceived behavioral control; perceived ease of use of e-commerce, perceived usefulness of e-commerce, and subjective norm as predictors of attitude toward e-commerce; and attitude toward e-commerce as predictor of purchase intention, and perceived ease of use as a predictor of perceived usefulness. Three relations were found marginally positive and nonsignificant (perceived self-efficacy as predictor of perceived usefulness of e-commerce; perceived usefulness of ecommerce and perceived behavioral control as predictors of purchase intention) and two relationships were found negative (acceptance of Internet as predictor of Internet frequency of use, and Internet frequency of use as predictor of perceived self-efficacy). Some of the Markov Chain Monte Carlo (MCMC) output is provided in Table 3 . The interpretation of the different variables is straightforward on the basis of the SEM structure in (4) and the model specification in the Appendix A and B:
1) Ui,j represents the unknown latent variable j for individual i, which we only observed with error as Yi,j
2) αj represents the average Likert value for latent variable j 3) βj,k represents the linear influence of latent variable j on latent variable k. Nonzero values are indicative of linear relationships being validated.
4)
represents the common misspecification precision parameter
Discussion
Our results demonstrate the relevance of the extended model tested to explain online shopping intention among Colombian residents, by integrating TRA and TAM, and including perceived self-efficacy in using Internet, as well as a factor related to previous experience with the Internet. Specifically, regarding TRA and TPB variables, as expected from such theoretical models and findings from different studies, for instance [11] , [33] , [35] , [38] , [45] , [58] , [59] , [60] , [61] , [66] , [71] , [73] results demonstrate that attitude to e-commerce directly predicts the online purchase intention. In addition, as hypothesized, the subjective norm directly predicts attitude to e-commerce. This is consistent with findings reported by [38] , in their study on e-shopping acceptance.
According to TRA and TPB, as well as such models as Unified Technology of Acceptance and Use Technology (UTAUT) [79] , subjective norm should be directly related to behavioral intention, which has been confirmed by different researchers, such as [33] , [38] , [71] , [60] . However, by following TAM [32] , in the present study, such a direct relationship was not expected. Instead, and as confirmed by this study results, subjective norm indirectly influences the intention, through its direct relation from attitude to e-commerce. In this sense, it is expected to be a relationship between subjective norm and attitude [3] ; and the effect of subjective norm on behavioral intention is mediated by attitude [5] .
Contradicting theoretical expectations and findings reported by such authors the TPB variable perceived behavioral control was found marginally and non-significantly related to online purchase intention [24] , [38] , [60] , [72] . This result is consistent with [33] , who found that behavioral control did not significantly predict the intention of adopting ecommerce among Chilean small business leaders. Our findings suggest that in the context of e-shopping, a better alternative would be to apply a more parsimonious model such as TRA. However, this does not invalidate TPB since, as indicated by the authors, the relative importance and weight of the model's different variables in predicting behavioral intention is expected to vary according to the behavior under study, the culture, and specific characteristics of the studied population [4] .
Regarding TAM key variables, as expected from the theoretical model and the findings reported by different authors, PU directly predicted the attitude to e-commerce [25] , [34] , [38] , [45] , [61] , [72] , [74] , [78] . However, against what was hypothesized by TAM and other authors, PU did not directly and significantly predict the intention of buying online [11] , [24] , [25] , [31] , [38] , [45] , [61] , [66] , [74] , [79] . The impact of PU over BI was indirect through its effect on attitude toward e-commerce, which is consistent with findings reported in Spain [34] and Colombia [73] .
The perceived ease of use of e-commerce directly predicted the attitude toward to e-commerce, as hypothesized following TAM and as found by [11] , [25] , [38] , [45] , [66] . As expected according to TAM and findings reported PEOU directly predicted PU [46] , [61] , [65] , [73] . According to the findings reported by [35] , studying the intention of online purchasing among frequent Internet users, the present study found a strong, direct and significant relation between perceived self-efficacy and perceived ease of use of e-commerce. However, contrary to expectations and these authors' findings, PSE did not significantly predict PU. In turn, consistent with findings by [34] , perceived self-efficacy was predicted by acceptance of the Internet, but not by frequency of use of Internet (which differs from these authors' findings). A plausible explanation could be that the sample was limited to experienced online customers, which restricted the variability of information for inference, since all of them were frequent users of the Internet. Finally, the frequency of use of Internet was not predicted by acceptance of the Internet, which is not consistent with these author's findings among experienced e-customers.
Conclusions
The main objective of this research was to explain intentions to shop online in Colombia, by means of a theoretical integration of TRA, TPB y TAM. Although these models, whether integrated or independently, constitute the most important theoretical references in studying behavioral intention, their authors suggest possible variations in the explanatory contribution of each variable, according to the specific context of study. The present study provides evidence to understand, in the context of a Latin American emerging market such as Colombia, which variables contribute to the explanation of the adoption of e-commerce as a retail channel.
Individuals showing more acceptance of the Internet perceive themselves as having more abilities and resources for successfully performing those tasks related to online purchasing (self-efficacy). These individuals, in turn, perceive online purchasing as requiring a minimum effort, finding the Internet as an easy way of buying (ease of use), and also perceive that they have the knowledge and resources needed to autonomously perform the behavior of online purchasing (behavioral control).
Consumers who perceive that e-commerce is easy also perceive that using the Internet to shop is beneficial, improving the outcome of the buying task by making it more efficient and quick (perceived usefulness). Both aspects contribute to increase the probability of a positive evaluation of Internet shopping (attitude), which in turn increases the probability of online purchasing in the near future (intention). Likewise, individuals who consider that people relevant to them think that they should buy online are more likely to show a positive attitude to e-commerce, and consequently, are more likely to perform the behavior of online purchasing.
Another important contribution of this study is that it is the first research, to our knowledge, applying a Bayesian approach to test an integrative research hypothesis, based upon the three theories for studying the behavioral intention of online purchasing. This approach allows us to overcome the limitations of traditional multivariate methods in this field [1] , and produces results more consistent with the theoretical formulation of the main antecedent of the proposed models, TRA and TRP [19] , which emphasize predicting probability instead of causality.
The results of the present study, according to its theoretical foundations, show that attitude remains the main variable in predicting the occurrence of the online purchasing behavior. Certainly, other variables could have direct effects on the intention of online purchasing, but their contribution is significant only through the attitude to ecommerce. Thus, understanding the determinants of the individual's attitude remains the key to developing persuasion strategies to increase a favorable attitude towards shopping and, consequently, increasing the probability of occurrence (intention) of the behavior of online purchasing. [6] stated that attitudes depended on the strength of the beliefs referred to the attitudinal object, understood as the subjective probability of the association between the object and an attribute. In this study, the relevant beliefs are represented in the evaluated model by the perceived usefulness, the perceived ease of use, and the subjective norm referred to a particular behavior. These beliefs refer to the attributes of online purchasing, their favorable outcomes, easiness, usefulness, and its evaluation by other persons relevant to the subject. This suggests that communicating the advantages of online shopping over traditional channels might contribute to creating associations between e-commerce and positive attributes and, thus, promoting favorable attitudes toward performing the behavior of online purchasing.
Among the limitations of this study it should be noted that due to the lack of research focused on determining the factors that influence the acceptance of e-commerce in Latin America, and the little development of electronic commerce in the context in which this research was carried, this paper simply provides an approach to the understanding of the determinants of intention toward online purchases. Hence our results provide a starting point for further specific research that assesses how the impact of specific determinants changes depending on aspects such as the type of product or service.
Although the proposed model worked satisfactorily for understanding the factors explaining the intention of online purchasing, it is necessary to continue including and controlling for other variables that could increase the predictive power. For example, the increased use of different devices for accessing the Internet -PC, Laptop, Tablet, Cellphone or Digital TV-could have a differential effect on buying disposition. This is of crucial importance for companies willing to compete in the e-market, which requires more specific information for managing their digital channels. Likewise, such variables inherent to e-commerce (type of product, utilitarian vs hedonic products/services, quality, site, previous online shopping experiences, risk, privacy, security, navigation) and consumers (motivation, disposition to innovate, experience, and satisfaction with e-commerce) could be differential determinants or moderators of the theoretically proposed relationship, hence the need for future research to include these variables in order to predict customer behaviors more precisely.
Also, it seems advisable to include other external variables studied in this context [82] such as trust and perceived safety, which could affect the discourse on the perceived benefits (ease of use and usefulness) provided by the retail channel for developing more persuasive arguments about the strengths of these alternatives for customers [11] , [45] , [73] , [74] .
